There is a relatively long tradition of undertaking image research in tourism, dating back at least to the early 1970s (e.g., Mayo 1973; Hunt 1971 Hunt , 1975 Harris 1972; Demby 1970; Anderssen and Colberg 1973) . However, the utility of traditional image research to marketers is limited because, although the strengths and weaknesses of specific image attributes are identified, no guidance is offered as to which attributes should be used in promotion of the destination. Several attributes are likely to emerge as strengths, but traditional image research does not address two key questions. First, which of the strong attributes are important to potential visitors in the target markets? It is probable that some of the perceived strengths should be disregarded because they are of minimal interest to potential visitors. Second, which of the strong attributes are unique and effectively differentiate a destination from competitors in its ability to meet target visitors' needs? Responses to these two questions are incorporated in the concept of positioning.
Positioning is the process of establishing and maintaining a distinctive place for a destination in the minds of potential visitors within target markets. The principle was expressed by Ries and Trout (1981) (Ries and Trout 1981) . However, they viewed positioning in the limited context of advertising, stating that it was achieved by &dquo;manipulating customers' perceptions of reality&dquo; (Ries and Trout 1981, p. 242) . This pioneering notion of positioning was subsequently expanded as it was recognized that it involved much more than creative advertising. Positioning shares the microeconomic roots of market segmentation (Haahti 1986) . It is a stage subsequent to market segmentation at which the marketer determines which of the visitor target market's important needs a destination is better able to service than its competitors. Positioning is concerned with three issues: the segmentation decision, image, and selection of a destination's features to emphasize (Aaker and Shansby 1982) .
In the tourism field, Woodside (1982) described a conceptual approach to effective positioning, using Nova Scotia as an example, which stressed using unique attributes of a destination to differentiate it from competitors. He suggested a key to successful positioning was matching benefits provided by a destination with benefits sought by a target market considering a visit to that destination. In addition to Woodside's conceptual contribution, Ries and Trout (1981) Anderssen and Colberg (1973) , Goodrich (1978) , Haahti (1986) , and Fenton and Pearce (1988 (Crompton 1979 (Tables 5 and 7) .
DISCUSSION
Stage 6, the final stage in development of a positioning strategy, is to select the optimum position for the destination. Aaker and Shansby (1982) note that positioning by attribute, the approach adopted in this study, is the most frequently used positioning strategy. (Lovelock 1984 (Young, Ott, and Feigin 1978, p 406 (Gunn 1972 ) which emerged as a result of experience. Many of the respondents had visited not only the Valley, but also one or more of its competitors.
Despite the limitations of the sample, the findings intuitively appear to be sound among those involved in attracting Winter Texans to the Valley. However, it would obviously be prudent to use a more representative sampling frame to confirm the position themes identified in this study before committing consistently to these themes for the long term which is necessary for positioning to be effective. Irrespective of the study's findings, the major purpose of the study was to illustrate the process of finding a position for a destination and the sample provided data which adequately served that purpose. 
